This paper proposes a new scale for assessing traveler experience in air travel. Here, passenger experience is measured through travelers' perception of service quality, considering it as a chain of services. The new scale is called air travel service quality (ATSQ). It considers three service quality stages: departure airport service, airline service, and arrival airport service. This paper applies the ATRS scale to examine service quality in domestic travels in a Colombian context. Given that traveler's experience plays a crucial role in determining passenger's satisfaction, a structural equation model (SEM) was applied to examine the relationship between service quality stages, customer satisfaction, and behavioral intentions. Adding the passengers' perception of the arrival airport to the integrated service quality measurement is considering one of the main contributions of this study. The finding of this research confirmed that all three stages of air travel service have a significant, positive effect on passenger satisfaction. The scale found in this research should provide useful information for developing effective operational and marketing strategies for the air travel market. In this way, airports and airlines could better understand how traveler's perception of service quality may affect each choice related to which departure airport, airline, and arrival airport combination to choose from.
Introduction
Air transportation has been one of the fastest-growing modes of transportation in recent years (Kuljanin, Paskota, & Kalić, 2018) . Over the last two decades, the Colombian air transportation market has expanded considerably due to a high passenger growth rate (Díaz & Pulido, 2019) . It had grown from 10.7 million passengers in 2000 to 37.8 million passengers in 2018. This study focuses on the assessment of findings from the Colombian domestic air travel sector. According to Kirk, Harrison, Popovic, & Kraal (2014) , one of the strategies taken by the air transportation industry to increase profits has been to focus on the traveler's experience. Therefore, air carriers and airports have focused their attention on service quality and traveler satisfaction. To assess their performance, airline, and airport marketing managers have tried to evaluate air traveler experience. In the air travel sector, passenger's experience has been examined independently in airline and airport services. Airlines have measured air travel experience through travelers' perceptions of travel service quality based on airlines attributes (e.g. airline tangibles, in-flight service, employees, comfort, empathy, airline image, etc) (Kim & Lee, 2011; Khuong & Uyen, 2014; Saadat et al., 2018; Chen et al., 2019) . In addition to travel experience assessment, air carriers have identified the importance of airline service quality on travelers' satisfaction and how travelers' satisfaction leads to their loyalty (Suki, 2014; Gures, Arslan & Yucel Tun, 2014; Hussain et al., 2014; Park, 2019) . On the other hand, studies on airport service quality have identified several travel experience factors related to security, servicescape, comfort, shopping, dining options, luggage policies, and facilities (Fodness & Murray, 2007; Jeon & Kim, 2012; George et al., 2013; Lee & Yu, 2018) . Besides, some researchers have suggested that airport service quality perception is a good predictor of airport passengers' satisfaction. (Ming-kei & Yui-Yip, 2016; Prentice & Kadan, 2019) . between different service delivery stages. Therefore, passengers' air travel experience is made up of three elements: departure airport service, airline service and arrival airport service. It is essential not only to understand how travelers assess the integrated service process but also to identify dimensions to measure integrated service quality in the air transportation industry.
Despite service stages have been measured separately, some studies have tried to evaluate air traveler's experience by considering two stages of service quality: departure terminal tangibles and air carrier elements (Suki, 2014; Kos Koklic et al., 2017; Farooq et al., 2018; Shoaib et al., 2018) . Their findings showed the significant role of the airline and departure airport and how they affect a travel experience.
In this paper, we extend the understanding of traveler's experience in a travel by exploring the service process in their three stages: departure airport service, airline service, and arrival airport service. This study may fill the conceptual void existing in the air travel sector, by offering an integrated service quality measurement. This research finds a traveler´s satisfaction model for air travel that has been developed by testing the effect of the three service stages on traveler´s satisfaction and how it leads to loyalty. The satisfaction model also helps airlines and airports to understand air traveler's experiences and how their service quality perceptions may influence a future decision. It helps to suggest which departure airport/airline/arrival airport combination choose from.
This research contributes to the air travel experience literature in three aspects: first, by adding the traveler's perception of arrival airport to the integral service quality measurement. Second, by developing an assessment tool for evaluating traveler's experience in air travel, called here air travel service quality (ATSQ) instrument. Finally, by investigating the relationship between service quality in its different service stages and satisfaction, as well as the effect of traveler's satisfaction on future intention. Within this general framework, the present paper is, to the best of our knowledge, the first in presenting results from a Colombian context in which domestic travel experiences are assessed by the ATSQ scale.
The paper is organized as follows: Section 2 contains a brief literature review on service quality and traveler satisfaction. The hypotheses are included in Section 3. Section 4 explains the research methodology, data and variables. Our results are outlined in Section 5 and discussed in Section 6. The last section presents the conclusions of this research.
Literature Review

Service Quality and Travelers Satisfaction
In the air transportation industry, airlines and airports enjoy high revenues when traveler satisfaction increases because when travelers are satisfied, they are more likely to repeat their purchase. Airports and airlines recognize the necessity of studying traveler's satisfaction and identifying service quality indicators for improving the travel experience (Bogicevic, Yang, Bilgihan, & Bujisic, 2013) . Some studies of airlines and the airport industry have found a significant relationship between perceived service quality and passengers' satisfaction (Park, 2010; Hussain, Al Nasser & Hussain, 2014; Al-Refaie et al., 2014; Prentice & Kadan, 2019) . Therefore, in the air transportation market, traveler's satisfaction plays an essential role in assessing service quality and its influence on loyalty (Park, Robertson & Wu, 2005) .
Different instruments have been developed to assess service quality. Parasuraman et al. (1988) proposed a model to measure service quality that included five dimensions known as tangibles, reliability, responsiveness, assurance, and empathy. The instrument was called the SERVQUAL scale. It has been widely applied by the air transportation industry and it has been a useful scale to compare customer´s expectation with customer perception. See, for instance, Huang (2009); David Mc. A (2013) ; Mahmud et al. (2013) ; Elkhani, Soltani & Jamshidi (2014) ; Chen et al. (2019) . However, Cronin & Taylor (1992) have questioned the well-known SERVQUAL scale on both theoretical and operational grounds because it compares customers' expectations with customers' perceptions of the services received. Cronin & Taylor (1992) instead developed the SERVPERF scale, which measures service quality based on customer's perceptions. Cronin & Taylor (1994) found that the SERVPERF instrument explains more of the overall variance in the measure of service quality than the SERVQUAL scale. SERVPERF has proven to be a better scale for measuring service quality in the air transportation industry (Cunningham, Young & Lee, 2004; Abdullah, Jan, Hazilah & Manaf, 2012; Leong, Hew, Lee & Ooi, 2015) . However, some scholars have criticized those scales because they are quite generic and do not consider specific attributes of air transportation service quality. According to Cunningham, Young & Lee (2004) , a service quality scale should be assessed concerning a particular industry. Therefore, some scholars have proposed models with service quality dimensions related to mas.ccsenet.org Modern Applied Science Vol. 13, No. 11; 2019 39 airlines or the airport industry. However, service quality related to travel experience may vary at the different stages in the service process. Thus, in this research, service quality perception is broken down into three stages: departure airport service, airline service, and arrival airport service.
Airline Service Quality
Several studies have proposed models with dimensions of service quality that are related to the airline industry. For example, the models presented by Park et al. (2005) and Park et al. (2006) used factor analysis to identify three dimensionsreliability and customer service, convenience and accessibility, and in-flight serviceand then examined how each dimension affected traveler's satisfaction. Similarly, Gursoy et al. (2005) looked at on-time performance, mishandled baggage, involuntary denied boarding and handling of customer complaints as the dimensions for measuring service quality, whereas Babbar & Koufteros (2008) revised four aspects of service quality, namely individual attention, helpfulness, courtesy, and promptness. Chen (2008) also assessed airline service quality, by using four dimensions, namely employees/facilities, product, transaction and, reliability.
Emphasizing the importance of in-flight meal service quality, An & Noh (2009) based their model on SERVQUAL scale and proposed three new dimensions related to in-flight meal service, food quality, alcoholic beverage quality, and non-alcoholic beverage quality. By using factor analysis, Namukasa (2013) extracted three dimensions of airline service quality that contain eight attributes, including pre-flight service quality (reliability, responsiveness and discounts), in-flight service quality (tangible, courtesy and language skills), and post-flight service quality (frequent flyer programs and timeliness).
Regarding traveler´s satisfaction antecedents and traveler's satisfaction consequences, Kos Koklic et al. (2017) found that airline tangibles and quality of personnel are a significant satisfaction antecedent, as well as intention to repurchase and intention to recommend are satisfaction consequences. Satisfaction antecedents were also examined by Saadat et al. (2018) , who based the discussion on five service quality statements (service provided by flight attendants, tangible features, food service, online service, and ground staff). Their research demonstrated that only foodservice and ground staff have a significant impact on traveler's satisfaction.
Airport Service Quality
Some studies have addressed service quality issues only in the airport industry. George et al. (2013) used factor analysis and developed an airport service quality model called ASQual. They extracted 11 dimensions related to physical layouts, aesthetics, employee, eateries, shopping, transit support, information, security, customs, and passport control, baggage, business facilities, and miscellaneous. Bezerra & Gomes (2015) also developed an airport service quality (ASQ) instrument. Bezerra & Gomes' instrument was based on exploratory factor analysis and six dimensions were extracted (check-in, security, convenience, ambience, basic facilities, mobility, and prices). They also assessed the relationship between terminal service quality and overall satisfaction.
Service Quality Interaction
Bezerra & Gomes (2015) suggested that future works should be focused on integrated service quality, by including dimensions related to airline and airport service quality because they share a significant area of overlap. Airports act as the first and last contact point for air travelers, and Kirk et al. (2014) found that negative airport experience can influence future travel plans. Ekiz, Hussain, & Bavik (2006) tried to integrate service quality in two stages and developed a new instrument called AIRQUAL scale. This instrument measures airline service quality perception, by including a dimension related to the departure airport. AIRQUAL identified five dimensions of service quality: airline tangibles, terminal tangibles, personnel, empathy, and image. AIRQUAL scale has been widely applied to national and international travels (Nadiri et al., 2008; Suki, 2014; Ali, Lal Dey & Filieri, 2015; Alotaibi, 2015; Mohamed & Rani, 2016; Farooq et al., 2018) .
Despite AIRQUAL applications in the air transportation industry, it might not be suitable for measuring overall traveler's experience through travel service quality measurement due to the different features of service quality related to the airline, departure airport, and arrival airport. This research attempts to extend previous works by incorporating traveler's experience with arrival airport into the perceived service quality measurement of the air travel.
Based on the foundations laid out above, the current study proposes a conceptual model shown in Figure 1 . The underlying premise is that travelerspassengers' satisfaction with air travel is positively influenced by air travel service quality related to the departure airport, airline, and arrival airport. 
Hypotheses that Explain Traveler's Satisfaction
This study proposes a new instrument that measures air traveler's experience through passenger's perceptions of service quality of their recent air travel. This measurement instrument has been named ATSQ. The proposed theoretical model consists of dimensions related to the departure airport, airline, and arrival airport.
Hypotheses Related to Airline
According to Aksoy, Atilgan & Akinci (2003) , airlines are interested in understanding passenger's needs and their service perception to deliver better services. Hence, the delivery of high service quality has become an important requirement for airlines because of a competitive market. Kim & Lee (2011) and Leong et al. (2015) found that perceived quality related to airline tangibles could play a fundamental role in traveler's satisfaction. For instance, Parasuraman et al. (1988) linked tangible dimensions with the appearance of physical assets, equipment, and communication materials. On the other hand, Khuong & Uyen (2014) associated the tangibles factor with in-flight facilities and the appearance of staff and cabin crew. Thus, based on previous research, the airline tangibles dimension contains issues related to the interiority of an aircraft, such as the cleanliness of airplane toilets and the plane seats, quality of the air conditioning, and the comfort level of the plane seats, among others. Therefore, the hypothesis for the airline tangibles dimension is that airline tangibles have a positive impact on traveler's satisfaction.
H1: Perceived quality related to airline tangibles will have a significant positive effect on traveler´s satisfaction.
Additionally, it has been found that even airline employees have a significant effect on customer service because travelers require a high degree of personalization. Therefore, traveler's perceptions of employees' performance can play a critical role in their assessment of service quality (See, for instance, Aburoub, Hersh & Aladwan (2011) . According to Chen (2008) and Kos Koklic et al. (2017)), the dimension related to employees highlights the importance of employees' attitudes, which includes their ability and willingness to help, to serve customers, and to create traveler's confidence. In this study, the staff dimension was designed to assess airline employees. Thus, the issues included in this dimension deal with employees' overall attitude, knowledge, and experience. Hence, it is hypothesized that:
H2: Perceived quality related to airline staff will have a significant positive effect on traveler's satisfaction.
Based on Parasuraman et al. (1988) , empathy is defined as individualized attention that an air carrier provides to mas.ccsenet.org
Modern Applied Science Vol. 13, No. 11; its customers. Nadiri et al. (2008) ; Suki (2014) ; Ali et al. (2015) ; Mohamed & Rani (2016) and Farooq et al. (2018) found that airline empathy has a significant relationship with traveler's satisfaction. The present study also proposes an airline empathy dimension as part of the ATSQ instrument. This dimension has shown to play an essential role in creating a satisfactory traveler's experience. It includes questions related to the availability of transportation between the city and the airport, compensation schemes in case of loss or accidents, care paid to passenger's luggage and availability of health personnel during the flights. Accordingly, this study hypothesized that:
H3: Perceived airline empathy will have a significant positive effect on traveler's satisfaction.
Hypothesis Related to the Departure Airport
Considering the growing amount of air traffic worldwide, airport managers are interested in measuring, analyzing and extracting relevant information regarding traveler's perceptions of airport service quality (Bezerra & Gomes, 2015) . The departure airport is one of the key aspects of passenger transfer from the landside area to the airside area. Studies by Nadiri et al. (2008) ; Jeon & Ki (2012) ; Al-Refaie, Bata, Eteiwi & Jalham (2014); Ali et al. (2015); Mohamed & Rani (2016) and Farooq et al. (2018) included in their research a dimension related to terminal tangibles and they found that departure terminal tangibles influence traveler's satisfaction. Eboli & Mazzulla (2009) suggested that airport service quality should be measured by using the services related to the departing airport and arrival airport. Therefore, in this paper, service quality related to air travel experience is assessed, by using the departure airport dimension, airline dimensions and arrival airport dimension. The departure airport dimension is focused on attributes related to the departure airport, which includes questions on the cleanliness of the airport, the availability of shops in the airport tangibles, the availabity of parking spaces at the airport, the size of the airport, the airport's air-conditioning, and its security control systems, among others. Based on previous literature, the following can be hypothesized:
H4: Perceived quality related to the departure airport will have a significant positive effect on traveler's satisfaction.
Hypothesis Related to the Arrival Airport
The arrival airport is where passengers finish their journey and it is the first point of contact for passengers when they arrive at their destination. Passengers use different facilities and services that give them a final perception of service quality for their travel. Hence, the airport service quality plays a crucial role in traveler's satisfaction. Park (2019) argued that in addition to overall traveler's satisfaction, the service processes related to the departure airport and arrival airport need investigation. While some previous research has assessed travel experience through airline service and departure airport service, this research suggests understanding the travel experience also, by using arrival airport experience. Hence, the inclusion in this study of a new dimension related to the arrival airport. The measurement of the arrival airport dimension includes several elements, by including the comfort of the baggage claim area, the availability of trolleys in arrival airport, the size of the arrival airport and the cleanliness of the airport, among others. Taking the above into account, the following hypothesis on arrival airport perception and its impact on traveler's satisfaction can be formulated:
H5: Perceived quality related to the arrival airport will have a significant positive effect on traveler´s satisfaction.
Hypothesis Related to Loyalty
According to the literature, traveler's satisfaction is an important drive of loyalty (Gures et al., 2014; Hussain et al., 2014; Leong et al., 2015; Park, 2019) . Loyalty is often characterized by repurchase intentions, as well as word-of-mouth (WOM) communications. Cronin & Taylor (1992) found that customer's satisfaction is a direct predictor of repurchase and WOW intentions. Additionally, Nadiri et al. (2008) , Kim & Lee (2011 ), Suki (2014 and Kos Koklic et al. (2017) found that a higher traveler's satisfaction level leads to higher loyalty. Loyalty is used as a dependent variable in the present study. Here, loyalty is defined as the degree to which a traveler recommends, and expresses a preference for, future use of a particular airline from a specific departure airport to a givenarrival airport. Therefore, the following hypothesis is put forward:
H6: Traveler's satisfaction will have a significant positive effect on brand loyalty.
Methodology and Data
Case Study
This paper examines the domestic air travel experience in Colombia. Several airport and airline were assessed by respondents. Figure 2 shows the geographical locations of the main airports included in the travelers assessment. Furthermore, Table 1 reports the airport characteristics and highlights airport importance according to passengers' traffic and aircraft movements in 2018. Table 1 shows that El Dorado (BOG) airport has the highest passenger's traffic and aircraft movements in Colombia, following by José María Córdova (MDE) airport, which represent 47.21% and 11.60%, respectively of overall passenger traffic. Table 1 also establishes that BOG is easily the busiest airport, capturing just a little less than half the total number of passengers. Additionally, a large number of domestic routes are offered from BOG and MDE airports. The flight services are provided mainly by three airlines, two traditional airlines (Avianca and Latam) and a low-cost air carrier (Viva Air). 
Figure 2. Geographical location of the main Colombian airports
Questionnaire Development
The objective of this study is to measure air traveler's experience through service quality perception, by focusing on the Colombian domestic flights. To achieve this objective, the target population for this study was defined as all passengers having flown during the last month. Firstly, a pilot test was carried out with 30 passengers to assess the survey in terms of clarity, wording, and relevance. Finally, an online survey was conducted in order to test the proposed conceptual model. This study adopted a non-probability sampling approach. Initially, the questionnaire identified qualified respondents, i.e., passengers, who met the criterion of having had air travel experience during the last month. Then, they were invited to participate in the survey.
It is worth pointing out that the survey design was based on a literature review and specific features of service quality in domestic flights. Based on a margin of error of 0.05 for sample size and a 95% confidence level, a total of 330 questionnaires were distributed to passengers in 2017.
The survey questions were based on air traveler's service quality perceptions. The questionnaire was divided into five sections. The first and second sections contained demographic and the latest travel information, respectively.
Third survey component had questions about service quality perception; some questions were based on the AIRQUAL scale (Ekiz, Hussain & Bavik, 2006) . The new scale proposed in this study, ATSQ, was made up of six items for airline tangibles, 14 items for departure airport tangibles, 14 items for arrival airport tangibles, eight items for airline staff and five items for airline empathy. The fourth section focused on the eight items of satisfaction measurement. Finally, the last section referred to four items of loyalty. The items were measured on a seven-point scale from 1 (extremely disagree) to 7 (extremely agree).
In terms of socioeconomic characteristics, gender representation within the sample was relatively balanced with 56% male and 44% female. Most of the survey participants (59%) were aged between 18 and 40 years. Regarding their employment status, 75.5% of the sample was company employees. Concerning passenger's experiences, more than half of them had flown with the Avianca airline as their carrier provider (59.1%), followed by a low-cost carrier (17.3%). About 52.4% of the respondents had traveled for pleasure, while 38% of passengers had traveled for business. Figure 3 shows the airline segmentations as a diverging stacked bar chart. Figure 3 summarizes the percentage of airlines assessed by respondents, according to the leading domestic routes. Most routes are dominated by Avianca airline, followed by Latam and Viva Air. 
Data Analysis
In the first stage, the data was cleaned up through the detection of outliers. A well-known multivariate outlier detection statistical methodology based on Mahalanobis distance was used. The outlier detection was carried out by only considering the quantitative variables (age, number of suitcases, number of accompanying persons, airfare, and travel time). Implementing this methodology, 18 outliers were found during the analysis, by using the MATLAB (computer program) 2014 version. Second, the Statistical Package for Social Science (SPSS) computer program version 24 was used for the Exploratory Factor Analysis (EFA) and reliability test. Third, the measurement model was tested before trialing the structural model, by following the procedure suggested by Anderson & Gerbing (1988) . The Analysis of Moment Structure (AMOS) (computer program) 21 version (Byrne, 2010) was used for Confirmatory Factor Analysis (CFA) and Structural Equation Modelling (SEM) in order to assess the proposed model fit and test the six hypotheses presented above. Vol. 13, No. 11; 5. Findings
Reliability and Validity
EFA explores the data and provides information when there are a large number of factors. An EFA model for service quality and traveler's satisfaction was implemented, which that determined if the number of dimensions and the loading of measured items confirmed the proposed model. EFA was performed, by using principal component extraction with VARIMAX rotation. Thereby, six dimensions were identified and named from the basic attributes covered. Table 2 shows the results of the EFA for service quality and satisfaction. Traveler's experience was assessed with service offered during an air travel, by including departure airport, airline, and arrival airport service items. Based on the outcomes of the EFA, and by following instructions by Hair, Black, Babin & Anderson (2014) , the five items with factor loading less than 0.5 were excluded from the scale. The items were: quality of catering served on the plane (AIR3), availability of health personnel during the flights (EMP5), airline office locations (EMP6) and the airline has a useful frequent flyer program (SAT8). By using the method proposed by Hair et al. (2014) , 20 percent of the items could be deleted because of low factor loading. Outputs shown in Table 2 indicate that there are 54 items related to five dimensions of service quality and traveler's satisfaction. Table 2 also shows the internal consistency of all the dimensions ranging from 0.847 (Airline Empathy) to 0.964 (Arrival Airport Tangibles). Values above 0.80 generally indicate a good reliability level (Hair et al., 2014) . The Kaiser-Meyer-Olkin (KMO) measure was 0.93. It confirms the adequacy of sampling for each variable in the model. The sample size is considered to be suitable for factor analysis because it is greater than 0.9 (Kaiser, 1974) . Furthermore, the assumption of sphericity was rejected by the Bartlett test whose p-value was p<0.0001. Therefore, not all the coefficients are at zero and the variables considered in the survey are not uncorrelated so that the second requirement of factor analysis is satisfied. As a consequence, both conditions for carrying out the factor analysis were satisfied. Therefore, it was implemented.
The six factors explain 69.06% of the total variance. Factor 1 (Arrival Airport Tangibles) accounts for 17.24% of the total variance. Factor 2 (Departure Airport Tangibles) explains 16.09% of the total variance. Factor 3 (Airline Staff) accounts for 11.46% of the total variance. Factor 4 (Airline Tangibles) explains 9.01% of the total variance. Factor 5 (Satisfaction) accounts for 8.97% of the total variance. Finally, factor 6 (Airline Empathy) explains 6.29 % of the total variance.
Measurement Model
The traveler's satisfaction model in air transportation was assessed, by using the SEM with latent variables by AMOS. The aim of constructing an SEM was to test whether the five dimensions of air transportation service quality have a significant influence on traveler's satisfaction. Besides, the supposition of whether traveler's satisfaction leads to traveler's loyalty was assessed. Based on literature review, traveler's loyalty was measured with four items (RI1: I consider this airline company my first option in this journey, WOW1: I say positive things about this airline and airports to other people, WOW2: I would recommend this airline and airports to someone, who seeks my advice and WOW3: I encourage my relatives and friends to fly with this airline between these airports). They are related to the repurchase intention (RI) and word-of-mouth (WOM).
The present research was based on the conceptual framework shown in Figure 4 . The conceptual framework for that passenger satisfaction model has seven constructs: Airline tangibles (ATAN), airline staff (PER), airline empathy (EMP), departure airport tangibles (DTT), arrival airport tangibles (DTT), traveler's satisfaction (SAT), and traveler loyalty (LOY). The CFA was performed to confirm the measurement model and to assess the degree to which the measured variables represent the number of constructs. By using a maximum likelihood estimation method, 58 items were subjected to a CFA with a seven-factor measurement model. The results of the CFA in Table 3 show that composite reliability (CR) ranged from 0.85 to 0.97. These values were all greater than the recommended threshold of 0.70 suggested by Hair et al. (2014) , implying that multiple items for each factor are internally consistent and reliable.
The average variance extracted (AVE) was used to assess convergent validity. AVE ranged from 0.53 to 0.82, exceeding the recommended threshold value of 0.5 (Hair et al.,2014) , which means that more than one-half of the variances observed in the items were explained by their hypothesized constructs. Therefore, the data has good convergent validity. Goodness-of-fit: χ 2 / df = 2.7, CFI = 0.9, RMSEA = 0.075
By following the recommendations of Byrne, (2010) and Hair et al. (2014) , the model was assessed based on the chi-square test, the comparative fit index (CFI), and the root square of approximation (RMSEA). The results of the model in Figure 4 indicated that the normed chi-square value (χ2/df) of the model was 2.7, which is below the threshold of 5.0. Also, the CFI has an acceptable value, which satisfies the recommended criteria for the cut-off of 0.9 (Hair et al., 2014) . Another important index of model fit is the RMSEA value of 0.075, which was smaller than 0.08, by indicating an excellent model fit. Therefore, the hypothesized model had a good fit and was acceptable.
Structural Model and Test of Hypotheses
Firstly, a correlation analysis was performed on all of the constructs in order to assess the relationship between variables. Scores for each measure were obtained by averaging scores across items, which represent that construct. The complete results of the Pearson correlation analysis are presented in Table 4 . All correlations found among the research constructs are significant at a level of 0.01. The correlation among variables ranges from 0.120 (Departure airport tangibles and airline staff) to 0.779 (Satisfaction and loyalty). Significant positive relationships can be observed among airline tangibles, airline staff, airline empathy, departure airport tangibles, arrival airport tangibles, and traveler's satisfaction level. Additionally, a higher satisfaction level is associated with higher passenger loyalty. A detailed examination of Table 5 shows that ATAN (β=0.127; t-value=2.581; p<0.05) have a significant positive effect on traveler's satisfaction. Thus, hypothesis H1 is supported. Table 5 also reveals that PER (β=0.166; t-value=3.427; p<0.001) have a significant effect on traveler´s satisfaction, which means that H2 is supported. Similarly, the findings of this study also support H3, which proposes the significant influence of EMP (β=0.480; t-value=8.455; p<0.001) on traveler's satisfaction. Furthermore, a high perception of service quality related to DTT has a significant positive effect on traveler's satisfaction (β=0.203; t-value=4.088; p<0.001), supporting hypothesis H4. It can also be noted that the ATT has a significant relationship with traveler satisfaction (β=0.237; t-value=4.818; p<0.001). Lastly, H6 hypothesized that there is a relationship between satisfaction and traveler loyalty. The results shown in Table 5 support this hypothesis (β=0.786; t-value=17.89; p<0.001). Notes: *p<0.001; **p<0.05
Discussion
This study offers significant theoretical contributions. From a broader theoretical viewpoint, this study contributes to an understanding of the role of airline and airport service quality in air traveler experience. This paper contributes to airport and airline marketing strategy, by identifying the key role of departure airport service, airline service and arrival airport service in traveler's satisfaction. Besides, the research provides an original contribution to service quality literature. No studies have explored the role of arrival airport service quality as a stage of integral service.
This paper has presented a relationship model, which airline service quality, airline staff, airline empathy, service quality of departure airport, service quality of arrival airport, traveler's satisfaction, and traveler's loyalty as it pertains to domestic flights. From the evidence in Colombia, the results of the analysis provide important insights for airline and airport managers about the design of marketing strategies in order to manage their services better.
Empirical outputs via SEM demonstrated that service quality perception is a multidimensional construct, which includes service quality of departure airport, airline service quality, and service quality of arrival airport. The present study developed a new measurement scale called ATSQ. The scale developed here is both reliable and valid. Therefore, this study contributes to the literature on air traveler's experience assessment through the validation of the ATSQ instrument. This research extends on the current air traveler's experience literature to examine the effect of service quality on traveler's satisfaction and, in turn, the relationship between traveler's satisfaction and traveler's behavioral intention.
The service quality dimensions identified in this research diverge from SERVQUAL (Parasuraman et al., 1988) , SERVPERF (Cronin and Taylor, 1992) and AIRQUAL (Ekiz et al., 2006) , since ATSQ has a more detailed set of dimensions. ATSQ allows a better understanding of air travel experience.
All the hypotheses formulated in this study were tested. One of the main results is that traveler's satisfaction is affected by service quality dimensions, here called airline tangibles, airline staff, airline empathy, departure airport tangibles, and arrival airport tangibles. The results of this paper indicate that departure airport tangibles, arrival airport tangibles, and airline empathy factors are the most influential constructs in terms of traveler's satisfaction. In this regard, this research finding coincides with previous studies (Nadiri et al., 2008; Mohamed and Rani, 2016; Farooq et al., 2018) due to fact that the departure airport tangibles significantly affect traveler's satisfaction. Contrastingly, these results contradict a study developed in the Malaysian airline market by Suki (2014) , where it is stated that airport tangibles do not have an impact on traveler's satisfaction.
Conclusion
The fast growth of passenger traffic worldwide has influenced airlines and airports of the implementation of new management practices focused on air traveler's experiences. Therefore, service quality must be based on their perception of service attributes to understand the traveler's needs. Thus, more energy is being directed toward studying the nature of traveler's experience. This research extended the understanding of traveler's experience by exploring the elements, which influence traveler's satisfaction from a new perspective: that of the service quality perception related to all contact points that travelers experiences (departure airport, airline and arrival airport) during a travel.
The present research examined traveler's behavior in domestic flights, by constructing a comprehensive model, by incorporating several unique constructs. The model differs from previous studies, by considering the service quality of the arrival airport. The model suggests that the service quality of the arrival airport is a relevant aspect of traveler's satisfaction. This study was inspired by the open problems suggested by Bezerra & Gomes (2015) , who conjecture that airlines and airports services share a significant area of overlap.
This research validates the multidimensionality of ATSQ instrument and acknowledges attributes associated with airline, departure airport, and arrival airport. The study findings serve as a foundation to develop strategies in order to improve service quality in all its stages. On the one hand, outputs of this study can help airport authorities in order to drive loyalty, by continuously assessing the service standards. The best way to encourage passengers to re-use the airport is to upgrade airport facilities, comfort in waiting hall, and baggage claim area. On the other hand, this research provides direction for managers who need to use service quality as a critical element of their airline's competitive strategy. Service quality improvements influence not only travelers' perceptions, but also the overall attractiveness of the airline related to its competitors. Therefore, by allocating resources to the airline service quality elements such as airline facilities, flight-in service, employees knowledge, among other important aspects, can increase the likelihood of the airline will be perceived as the best choice, related to the alternatives available.
